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Advertising, generated in commodity society, yet with particular artistry, bears 
both properties of utilitarian and aesthetics, commerce and art. An obvious tendency 
of advertising art, a special form of which, is towards visualiziton under the context of 
visual culture. As feedback, this omnipresent visual symbol system promotes the 
development of visual culture as well.  
The feature of visual aesthetics of advertising art, by the intervention and 
promotion of electronic video medium and etc. Under the visual culture age, the 
feature of visual aesthetics appears more obviously. Whereas the advertising art is still 
changing and developing, the disputes of its artistic speciality and visual 
representation still exist. With noticing the gradual recognition for visual 
communication and enjoyness, this thesis took the twoness of advertise art as the 
stand to investigate the artistic practice and aesthetic significance in visual 
representation of advertising. 
Furthermore, basing on the logical root of the visual culture age, this thesis 
also paid attention to the effect of advertising art (visual advertising) to the popular 
culture, especially the style culture from the angle of view of art and culture. In 
addition, both the positive and negative features represented by advertising when 
which had artistically changed into visual consume symbol, were systematized. 
 













目  录 
 III
 












































    
Introduction………………………………………………………………………1 
 
Chapter 1  Dancing with Chains 
——the Explanation of Advertising Art……………………3 
   Ⅰ  Advertising and Advertising Art…………………………………………4 
   Ⅱ  The twoness of Advertising Art……………………………………………8 
 
Chapter 2  The Advent of The Seeing Age  
——the Summarization of Visual Culture………………11 
   Ⅰ The Image World and the See Age…………………………………………11 
   Ⅱ The Summarization of Visual Culture……………………………………12 
 
Chapter 3  The Advertising Art under the Context of Visual Culture 
Age…………………………………………………………………15 
   Ⅰ Advertising and Vision……………………………………………………15 
1. The Prioroty of Vision in Advertising …………………………15 
2. The Turning toward Image of Modern Advertising Art…………17 
Ⅱ The Advertising Originality behind Eyeball Economy…………………19 
III  Advertising, Vision, Consume and Fashion……………………………24  
1. Advertising Art and Visual Consume……………………………………25 
2. Visual Consume and Fashion……………………………………………27 
IV  The Aesthetic Consideration of Advertising Art…………………………32 
 
Conclusion  The Possible Future of Advertising Art in Visual 














前  言      
 1
 











击力的视觉形式。麦克卢汉在 20 世纪 70 年代说，总有一天历史学家和考古学家

















                                                        
① 此处，形象是个泛指的概念，既指影像也指平面的视觉形象。 










































                                                        





书由牛津大学出版社 2001 年出版发行，该书分析了 9 个问题：1 看的实践:形象,权力与政治;2 观者制造意义;3.
观看,权力与知识;4.复制与视觉技术;5.大众媒介与公共领域;6.消费社会与欲望的生产;7.后现代主义与大众文化;8.
科学地看与看科学;9.视觉文化的全球潮流 。 
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① [英]尼克·史蒂文森. 认识媒介文化：社会文化和大众传播[M].王文斌译. 北京：商务印书馆，2001.P76。 
② [美]杰姆逊. 后现代主义与文化理论[M].唐小兵译. 北京：北京大学出版社，1997，P223。 
③ 马克思恩格斯选集：第四卷[M] 北京：人民出版社，1975，P240。 
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① 在《当代广告学》中，威廉·F 阿伦斯从经济角度将广告发展历程划分为 4 个时期——前工业化时期、
工业化时期、工业时期和后工业时期。广告学者通常把 20 世纪以后出现的广告称为现代广告，本文探讨的
现代广告在新环境下出现的新发展态势。参见[美]威廉·阿伦斯 著 丁俊杰、程坪、钟静、康瑾 译 北京：

































































































                                                        
① [苏]卡冈. 美学和系统方法[M]. 凌继尧译 北京：中国文联出版公司，1985，P89 
② 同上 P99 












































                                                        











































































第二章  “看时代”的到来——视觉文化概述 
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① [美]丹尼尔·贝尔  资本主义文化矛盾[M] 赵一凡等译 上海：三联书店，1989，（5）：156 




律的自足的，它不断扩大自身，复制自身。参见 居伊·德波 景象社会[C]《文化研究》第 3 辑 天津社会
科学院出版社，2002：P61 
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